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Abstract : The purpose of this study is to grasp the value of consumption and the propensity to
consume of participants in Golf and to clarify the relationship between Golfs behavior and
consumption behavior. For example, the functional value, social value, Repetitive behaviors and other
person's recommendation behaviors, which are the sub-factors of resource consumption, planning
purchase, impulse purchase, show—off consumption, consciousness and consumption behavior of
others, which are subordinate factors of emotional value. The final validated sample was 241 copies
and the statistical program used to solve the purpose of this study with this material utilized PASW
18.0. PASW 18.0 was used to analyze the frequency, Analysis, reliability analysis, and multiple
regression analysis, the following results were obtained. First, it was found that the value of
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consumption had a significant effect on the propensity to consume. It was found that the propensity
to consume had a significant effect on the behavior of consumers.

Keywords : golf participates, consumption value, consumption propensity, consumption behavior, golf
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Fig. 1. Research model.
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Table 1. Subject demographics
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frequency percent
male 160 66.4
sex female 81 33.6
total 241 100.0
student 31 12.9
Office workers 69 28.6
self-employment 71 29.5
job inoccupation 8 3.3
housewife 39 16.2
other 23 9.5
total 241 100.0
Less than 6 months 34 14.1
S 6 months to 1 year 63 26.1
Parg;:rlipjélon 1 year to 2 year 61 253
More than 2 years 83 34.4
total 241 100.0
Under 30 31 12.9
30 to 40 years old 85 35.3
age
more than the 40 125 51.9
total 241 100.0
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Table 2. Results of exploration factor analysis on consumption value factors

factor 1  factor 2 factor 3 factor 4  factor 5 h?
Social 1 .833 171 117 .030 214 755
Social 2 192 148 228 144 .267 .800
Social 3 .780 281 175 .017 .110 7193
Social 4 .703 .308 142 .051 .245 183
Functional 1 218 .815 165 .062 .240 .793
Functional 2 264 810 166 -.015 .200 730
Functional 3 279 71 154 133 .203 672
rare 1 174 .120 .854 .062 142 721
rare 2 269 145 .807 .039 .034 181
rare 3 .090 .192 179 .093 282 765
Contextual 1 .060 .025 -.100 .873 -.033 .740
Contextual 2 .055 145 .066 .860 .088 798
Contextual 3 .035 -.026 221 .828 .040 147
Emotional 1 219 .290 151 .060 179 778
Emotional 2 250 .302 137 .064 77 738
Emotional 3 451 .107 254 -.029 .664 775
Eigenvalue 3.050 2.420 2.351 2.257 2.091
Variance(%) 19.060 15.126 14.696 14.108 13.069
Accumulation(%) 19.060 34,186 48.882 62.990 76.059
Cronbach’s « .879 .861 .832 .824 .821

Table 3. Results of exploration factor analysis on consumption propensity factors

factor 1  factor 2 factor 3 factor 4 h?

Resource saving and Purchase plan 1 .834 .059 .046 120 .558
Resource saving and Purchase plan 2 .830 122 113 .108 706
Resource saving and Purchase plan 3 .783 .013 157 .265 122
Resource saving and Purchase plan 4 157 .087 .027 194 .570
Resource saving and Purchase plan 5 157 153 .081 197 .699
Resource saving and Purchase plan 6 .564 175 203 207 716
Consciousness of others 1 .088 .822 .194 .012 744
Consciousness of others 2 111 815 .170 .020 715
Consciousness of others 3 .140 127 146 -.014 129
Consciousness of others 4 .076 726 .140 .074 .619
Impulse purchase 1 .105 210 .830 -.007 .641
Impulse purchase 2 .139 .184 .814 .007 433
Impulse purchase 3 .143 238 .7189 .003 .708
Conspicuous consumption 1 247 .099 132 .836 .685
Conspicuous consumption 2 276 -.050 .033 174 .679
Conspicuous consumption 3 .246 .036 -.170 71 .788
Eigenvalue 3.755 2.625 2.217 2.115
Variance(%) 23.469 16.404 13.859 13.219 @
Accumulation(%) 23.469 39.873 53732 66.951
Cronbach’s « .875 .809 .810 785
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Table 4. Table 2. Results of exploration factor analysis on consumption behavior factors

factor 1 factor 2 h?
Recommendation to Intention 1 .865 .350 .896
Recommendation to Intention 2 .849 402 859
Recommendation to Intention 3 71 AT5 829
Repurchase Behavior 1 .345 .882 821
Repurchase Behavior 2 406 .833 870
Repurchase Behavior 3 499 761 883
Eigenvalue 2.597 2.560
Variance(%) 43281 42.672
Accumulation(%) 43,281 85.953
Cronbach’s « 916 916

Table 5. Correlation analysis

1 2 3 4 5 6 1 8 9 10 11
Functional value 1
Social value 594 1
Emotional value 598" .643" 1
rare value 435774637 47577 1
Contextual value 1567 1597 122 17177 1
Consciousness of others .495™".4317" 5157 .538"".183"" 1
Impulse purchase 33477 347" 3747 58777 096 45377 1
Re;i‘rfizszag;i and 137 089" 2737 4117 48377 2847 3027 1
Conspicuous consumption .007 .077 .084 .123 374" .099 .056 511" 1
Repurchase Behavior — .118 304" .279"" 306 " 447" 237" 195" 693" 441" 1
Recofﬁggii“on 0100 278772007 323 4257 248" 182" 723" 40977 796”7 1
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Consciousness of Resource saving Conspicuous
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Standardized Standardized Standardized Standardized
coefficients coefficients coefficients coefficients
Functional value 205 3.039" .042 .605 074 1.052 151 1.882
Social value .001 .009 .030 412 .083 1.117 022 .260
Emotional value 227 3.1817" .086 1.150 .069 931 078 915
Rare value 329 55297 516 831177 300 482577 078 1.101
Contextual value  .067 1.306 014 258 421 78657 371 6.066
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Repurchase Behavior

Recommendation to Intention
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coefficients t coefficients t
Consciousness of others .060 1.142 .075 1.476
Impulse purchase .028 521 .066 1.282

Resource saving and Purchase plan .624 10.854™" .697 12.5787"
Conspicuous consumption 118 2.169" .049 943
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Table 8. Regression analysis
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